Results. Two groups were formed using the median for face consciousness. MANOVA followed by ANOVA was conducted with gender and face consciousness (high/low) as independent variables and four money attitude factors as dependent variables. There were effects for gender [F(4, 204) =22.56). H2a, c, d were supported; H2b was not. Discussion/Implications. The results of this study provide insight into consumers' decision making as influenced by face consciousness, gender, and money attitudes. Women scored lower on money attitudes related to power/prestige and distrust but higher on anxiety than men. Those high (vs. low) in face consciousness scored higher on power, quality, and anxiety. In particular, power/prestige seemed to be much more important to those high (vs low) in face consciousness which might explain why they rely on brand names as social status symbols. This research adds new findings to the literature in the fashion merchandising area, especially regarding money attitudes. Face consciousness, gender and money attitudes are important links to consumption-a detail that fashion marketing managers might want to remember in developing their strategies. For further study, money attitudes might be investigated regarding a variety of brand variables such as brand love or brand loyalty as well as consumption variables such as compulsive or impulsive buying within and across cultural contexts.
